Modern Tendencies in Changing the Consumers’ Preferences  by Mărcuţă, Liviu et al.
 Procedia Economics and Finance  16 ( 2014 )  535 – 539 
Available online at www.sciencedirect.com
2212-5671 © 2014 The Authors. Published by Elsevier B.V. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/3.0/).
Selection and/or peer-review under responsibility of Scientific Committe of IECS 2014
doi: 10.1016/S2212-5671(14)00835-1 
ScienceDirect
21st International Economic Conference 2014, IECS 2014, 16-17 May 2014, Sibiu, Romania 
Modern Tendencies in Changing the Consumers’ Preferences 
Liviu Mărcuì ăa,*, Alina Mărcuì ăa, Bogdan Mârzab 
aFaculty of Economical Engineering in Agriculture and Rural Development, USAMVB, Bucharest, Romania 
bLucian Blaga University of Sibiu, Faculty of Economic Sciences, 17 Dumbrăvii Avenue, Sibiu 550324, Romania   
Abstract 
In the middle of globalization era, when consumers have at their disposal more and more prosperous livelihood, when technology 
is more and more present, when everyone look for the newest and the most modern thing, food sector represents an exception. 
They try to establish links which go beyond the product itself and pay a special attention to the story behind the product. They 
want to know about the production site, the origin of ingredients, the persons involved in the production process. This is why the 
current consumers are looking for unique, sensorial experiences which, according to them, can be found only in original, simple, 
traditional products. The simplicity and authenticity are qualities the consumers should take into account when they buy food 
products. 
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1. Introduction 
Xavier Terlet, President of XTC World Innovation considers that “as regards what we eat, globalization had quite 
an opposite effect: the more we have access to international products and we find new products, the more we wish to 
transform and adapt them to our life style, to our personal preferences and our regional traditions” (Orehov D., 
2012). On the other hand, any economic activity must be aimed at satisfying the effective and potential requirements 
of consumers (Iagăru R., Stancu I., 2010). 
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Furthermore, the consumers are seeking for food products which inspire them, surprise them and offer them an 
emotional connection with the goods they consume. In this context, changes took place regarding the way in which 
consumers decide what to buy. They are looking for products with specific properties that appeal to all their senses.  
Properties may be tangible (colour, shape etc.), quantifiable (price, guarantee etc.) or intangible (brand, reputation 
as result of purchase etc.), but the most important in this context are the sensorial properties. 
The sensorial perception is largely affected by the personal preferences which, in turn, are the result of many 
factors (background, age, education, traditions, food habits, physiological reactions).  
Because consumers are different, they have different preferences, producers are facing a great challenge while 
they try to satisfy these increasingly complex preferences. 
The diversity of qualitative properties of food products, as well as their complex structure are elements which 
have to be observed in view of assessing the quality. In this regard, the sensorial analysis which is given by the 
capacity of our sense organs to analyze the perceived sensations, which start in the sense organs and ends in the 
cerebral cortex, plays an important part. 
2. Modern tendencies in changing the consumers’ preferences 
The sensory assessment of food products is made with the help of the 5 senses, which are used during the 
nutrition process, each of them contributing to the triggering of different physiological and sometimes emotional 
reactions towards the consumed food. Although each of the senses plays its part during the food consumption 
process, the sensorial process is a combination of all the senses. 
Gustative sense. Taste is often considered the most important factor as regards food selection and it is connected 
to the real sensation a product creates in the moment it is tasted. Taste helps us to identify the fragrances which are 
based mainly on perception and it represent in fact a combination of senses (Barham, 2010).  
It continues to be considered the most important factor as regards food selection. The most used method in stores 
in order to attract consumers is taste testing. The five basic tastes are sour, sweet, salty, bitter. In 1985, “umami” was 
added which was discovered in 1908 by the Japanese chemist Kikunae Ikeda in asparagus, tomatoes, cheese and 
meat, its strongest presence being in a seaweed soup used for preparing different dishes in Japan. It is based on 
glutamate, an amino acid which gives flavour to these food products. Then, glutamate was produced in industrial 
quantities.  
Paul Breslin demonstrated the existence of umami taste receptors, considering that the best example of umami is 
to be found in “something that has been slow-cooked for a long time” (Galindo-Cuspinera V., Breslin P.A., 2006).  
It can also be found in mushrooms, sweet corn, and one of the processes which free the umami taste is 
fermentation, and this is why it can be found in cheese, semi-hard yellow cheese, aged meat. 
Tactile sense. It plays an important part in the texture perception and it has an important impact on the way in 
which consumers perceive the fragrance. With the help of tactile sense, a series of food product features can be 
perceived, such as elasticity, freshness or tenderness.  
Visual sense. The first interaction between the consumer and the chosen product is the visual one; this is way 
sight plays a very important part in choosing food products. 80 % of visual information is based on colour, which 
can influence the perception of a product fragrance (Kilcast, 2005). Colour is given the status of objective and real 
property because it is the one which guides us in the outside world and not in our inner world and this is why we 
perceive it as a specific ascertainment of objects.  
Colours with the highest frequency are violet, indigo and blue, and the colours with the lowest frequency are 
yellow, orange and red. Some colours irradiates more, some have a stronger effect on the neighbouring tones, and 
the short wave colours are the ones which give the impression of cold: shades of violet, blue, greenish-blue. The 
long wave colours give the impression of warmth: shades of red, orange, yellow. Energy coefficient of colours is the 
one which affects our sensitiveness and psychologically conditions us. In addition, with the help of sight we can 
differentiate natural from artificial colours. 
All these elements are used by producers in order to influence our food choices. 
Olfactory sense. Smell is the most active sense during the entire life, being at the base of choices we make based 
on an emotional connection (choosing a product which reminds us of childhood). According to the studies in this 
field, 75 % of emotions are generated by smell, and the association between smell and memory is the most powerful 
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one (Lindstrom M., 2011). Smell can also play an important part in fragrance perception by offering the consumers 
information about the purchased products, and thus making it the most used choosing method. 
The fragrances are perceived by combining olfactory and gustative sensations when tasting food products and by 
sensing some chemical receptors at the level of mouth and pharynx fragrances are perceived. 
Auditory sense.  Hearing is the least emphasized in the sensorial analysis of food products. Nevertheless, it can 
be used to identify types of fermentation and re-fermentation, which take place in specific conditions in food 
products, or to determine the intensity of the sound of cork popping from a sparkling wine bottle.  
The use of these combinations of factors by the producers on manufacturing the food products that are offered to 
the consumers may lead to a manipulation of buying and consumption habits.  
The life style of consumers is changing because of various social and economic factors that influence food 
consumption habits and the entire consumption. 
The increase of incomes and of the time spent at work determines the consumers to choose goods the use of 
which is as simple as possible. They are led in their choosing by the sensorial perceptions described above. 
On the other hand, the increase of incomes above a certain threshold makes people not to consider consumption 
only a merely meeting of physiological needs, they want to trigger other reactions, such as the pleasure to choose 
and consume a certain product. And as any other consumer goods, when a food product becomes easier accessible, it 
has a lower use value and the factors which could be decisive is its choosing are represented by its esthetical and 
symbolic features. The respective good is thus perceived less as a necessity and more as an exclusivist product 
which is accessible to high income consumers, being an indicator of social identity or status. As a result, the 
consumers will use their additional incomes to purchase customized products which satisfy their own unique needs. 
In choosing such products, they will use sensorial properties such as appearance, taste, fragrance and the 
psychological sensations creating certain sensations: exotic, invigorating or adventurous sensations. For their 
products to be chosen, producers have to try to magnify the sensorial experience of the consumer. 
On the other hand, the increase of incomes takes place in the context of an increased period of time people spend 
at work. Thus, in an attempt to find a balance between the time spent at work and their private life, consumers try to 
find ways to escape the stress of modern life with domestic, routine activities, such as home cooking which could 
relax them after a tiring day at work. And then, as regards food, the consumers will search for some “exotic” 
culinary experience by combining fragrances and textures which will seduce them sensorially and will transform 
meals in more than the pleasure to eat, or they will use usual, familiar products. And then, consumers will choose 
traditional, non-additivated products which will remind them of the simpler times and will create emotional 
connections. Again, senses play an important part in the selection made, because these sensorial properties allow the 
consumers to experience more than a meal.  
The market for these products is increasing, a good example being France which has the most developed market 
for traditional, regional products in the world, due to the increased interest of French consumers for these products, 
the gastronomic culture of this country, the limited production as regards the range, the exigency regarding 
production recipe, and the talent with which the merchants market their products. 
France is one of the first countries which regulated the products of controlled origin, fact which allowed the small 
producers to compete with the big companies. 
Traditional products remained associated with socially and economic well-placed categories, being an indicator 
of wellbeing and creating a certain pressure at the level of consumption culture which is strong enough to make the 
price difference irrelevant compared to the products found in hypermarkets. Thus, in France, small food store exist, 
are developing and adapting to market and consumption habit tendencies. Their policy is to exploit both the large 
tendencies and the niches which cannot be covered by the chain of stores. This niche starts to develop in Romania 
too, while Romanian consumers are beginning to acquire the good food culture. 
Globalization, connection to the modern world, access to malls, internet access are elements which allow the 
expansion of on-line stores. This international connection leads to diversification of preferences, to the change of 
agro-food choices, to the adapting of local cuisines to cultural cuisines all over the world.  
Population migration and circulation determined the merchants to improve their offer of ethnic food. Thus, these 
products may be found not only in specialized stores, but also in hypermarkets, therefore being accessible to all 
buyers which thus change their food habits. 
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The wish to resort to a multi-cultural cuisine is also supported by the increasing number of consumers which are 
traveling, which are reaching the farthest corners of the world in search for adventure, authentic tastes belonging to 
other cultures. When returning home, they bring with them the culinary habits of the areas in which they have 
traveled trying to integrate these tastes in their daily life. These issues are again influenced by incomes and 
globalization. 
Local or regional products have authentic, original, seasonal, durable or other features important for the local or 
regional community, promote social cohesion, and encourage inhabitants to have ecologic habits. This tendency 
respect the current trend imposed by the new Common Agricultural Policy according to Slow Food. 
Due to the fact that local and traditional products are the most adequate to the climatic and soil conditions 
because they have been acclimatized for centuries in those areas, thus being more resistant and needing less external 
intervention, they are durable both as regards environment, and economics, playing an important part in protecting 
bio-diversity and promoting the culture of these local food products, and of community traditions. 
Pleasure of consumption. The hedonic aspects the consumers manifest towards some products lead to their 
purchase. Often, the buyers are impressed by cognitive signs such as sounds, music, shape and purchase products 
which induce them pleasure. Advertisement has an important part in influencing the choices the consumers make.  
The pleasure to buy is essential. The main expectations of consumers are aimed to products which bring them a 
personal relation with the purchased products. When they buy, the hedonists have the tendency to purchase even 
products which they will never use later. They are not defined by sensibility to prices, because they spend more than 
they planned to, not having the habit to calculate prices, and because the economic part is not important in the 
selection made. Their buying decisions are related to the distance to the store, the environment of sale place, 
diversity of products etc. These buyers are the most open to the purchase of new products.  
Ecological products are increasingly entering the market one of the reasons being the mass-media campaign 
presenting E numbers as dangerous substances for health. Ecological products are healthy, free of diseases and 
harmful substances, with no noxious residues and have a balanced content of bioactive substances and minerals.  
An important feature used in describing differences between organic and conventional is the “authenticity” as 
regards the product taste. The consumers show an increasing desire to experiment tastes from the past, which they 
consider more natural and intense. The image of these ecologic products is associated to a small-scale production, 
and they are obtained manually, by using natural products. They consider that these products do not have to be 
standardized and that they should be different from conventional products as regards variability and sensorial 
aspects. 
The products which are healthy for nourishment resulted from the consumers’ tendency to fight the effects of 
sedentary lifestyle which is characteristic to a higher share of population, and to the consumption of food with high 
percentage of fats and sugar. Thus, by increasing the sports activities and consumption of healthy food they try to 
eliminate these troubles.  
If in the past, healthy food products were often considered tasteless or flavourless, fact which determined people 
to return to their old food habits, today, products are developed which not only that are contributing to a healthy 
lifestyle, but are also tasty. 
The consumers are also searching for cultural experiences when they choose certain food products, exotic 
fragrances which satisfy their taste for adventure. In this category of products are included, for examples, spices 
which can create new gustative sensations and which are also healthy. 
Some tropical fruits, such as goji, guava juice, guarana, are products which not only that they are offering the 
consumers pleasant sensorial experiences, but also benefits for health, being antioxidants. 
Premium products also have an important place within the products which offer sensorial pleasure to the 
consumers. Even if the market for these products had a slight decline during the economic crisis of last years, it has 
not disappeared completely. The buying habits of this consumer category are linked to the desire to benefit by 
exclusive products, brands, being aware of the quality of these products and their benefits for health. This market 
has been developed together with the income increase, and today, these products are not characterized by high 
prices, but by their quality. They target consumers with sophisticated preferences, not only as regards the taste, but 
the entire “experience” offered by such product. 
Molecular gastronomy 
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The term “molecular gastronomy” was used for the first time at the International Workshop on Molecular and 
Physical Gastronomy, Sicily, 1992. 
The English physician of Hungarian origin, Nicholas Kurti, invented the concept of molecular gastronomy. This 
concept changes the structure of food and its main ingredient is the liquid nitrogen. 
Ferran Adria took the molecular gastronomy to the highest peak of success. “Take any dish that is well known 
and transform all its ingredients: texture, form or temperature. Deconstructed, such a dish will preserve its essence, 
but its appearance will be radically different from the original". (Ferran Adria, 1997).  
Molecular gastronomy is that type of cooking which combines the ordinary cuisine with physics and chemistry, 
in a process meant to give birth to new and original dishes. By using chemical procedures, the texture of food is 
changed.  
This type of cuisine is based on spectacular presentations, obtained with the help of various chemical procedures 
and products, meaning the ingredients and additives which are traded as “Texturas”, as they are known in Europe. 
There are also voices against the molecular gastronomy. In an article posted on the Slash Food web page, in Italy, 
the ingredients used for producing substances used in the molecular gastronomy were forbidden.  
Therefore, the consumers’ senses and preferences connected to the satisfaction of senses are elements which have 
to be taken into account in the activity of production, promoting and trading of food products. The issue regarding 
the product quality which can result in the increase of health of individuals and society they belong is not to be 
neglected (Burghelea C., 2010). 
3. Conclusions 
At global level, a sophistication of consumers’ preferences and an increasing demand for innovation, quality and 
personalized products and services are manifested. They are strengthened by the rapid technological changes which 
affect both the producers and the consumers. There is an increased mobility of persons, goods, services and capitals. 
Furthermore, new markets and competitors appear continuously.  
Today, consumers are in search of something more as regards food, which is no longer understood as a mean to 
satisfy physiological means, but which could also bring emotional benefits. Even if it is said that we eat to live, not 
live to eat, the pleasure of tastes often changes this perspective as we have tried to show in this paper.  
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